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Are you blaming the prospect when you can’t close? Are you telling the 
boss it’s the prospect’s fault that you can’t set an appointment, or they 
won’t order now? 


After 25 years of selling, training and consulting one truth remains -- 
I have yet to hear one salesperson say “The prospect wouldn’t buy 
and it was my fault.” or “The prospect wouldn’t appoint me and it was 
my fault.” 


You say, “But Jeffrey, you don’t understand, my situation is different.” 
Bull blank. The only thing different about your situation is, you’d rather 
blame someone else than yourself. 


If your prospect is constantly telling you ... 

“Why don’t you call back in two weeks?” 

“We haven’t had a chance to discuss it, call back in three days?” 
“Yeah, we’re still interested, but it’s been real crazy here and ...” 
“T have to get together with my partner.” 

“T’m not ready to buy yet.” 


It ain't their fault, Verne. It’s yer’s. 


The key is to accept responsibility for no sale yet and ask questions to get 
the prospect to tell you more about why he is not deciding. He has not 
said no, so obviously you have just not answered his questions. 


People are worrying about, thinking about or acting on their stuff. You’re 
worrying about, thinking about or acting on your stuff. Prospects could 
care less about your stuff unless they perceive the need or a benefit to 
themselves. (Selfish but true.) 


When a prospect says “I'll know by Thursday at 1:00 p.m.” It becomes a 
benchmark time and date for the salesperson -- a deadline. When you 
come to understand that the date and time commitment means virtually 
nothing to the prospect, you’re on your way to accepting responsibility as 
a salesperson. 
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When you follow up the next time. Take a proactive stance to hold them to 
what they said. If they’re going to decide by Tuesday, ask “Could I drop by 
Wednesday at 10:00 a.m. to get the good news in person?” 


At some point, after you have been through the close several times with the 
prospect, you have to realize that you have very little to lose. You may have to 
be real direct and ask them if they are going to buy or not. You can’t keep 
wining and dining them for the next year. It’s not worth the time or effort. 


Well, what if they are just the kind of person that hates to say no? Be up front 
with them but be understanding as well. You still need to ask the questions to 
find out why they are postponing the decision. 


You must be willing to take a risk to get to the true objection. If you don’t think 
the sale will be made anyway, take more risk. Use tough sales or no sales as 
learning experiences. See how far you can go to get the truth. 


When the sale is over and you have lost, be willing to accept the responsibility 
for the process, hold your head high and move on to help the next prospect. 


The real truths hurt ... are you ready for all six of them? 
1. You haven’t created enough need. 

2. You haven’t uncovered the real objection. 

3. You haven’t created enough urgency. 

4. You haven’t convinced him of the benefits of ownership. 

5. You haven’t built enough trust. 

6. You haven’t built enough confidence ... Have you? 


What to do? (and not do) 

¢ Don’t blame it on the prospect. 

¢ Don’t moan about what the prospect’s excuse is. 

¢ Figure out what the true objection is. 

¢ Figure out a solution for that objection. 

¢ Try your best to overcome it to make the sale this time. 

e AND be sure you prevent that objection from reoccurring the next time. 


The burden is on you. If you want to sell professionally, get real about who is 
at fault when a sale isn’t made. Get a mirror. Get responsible. 
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How to 
ask a 
Closing question. 
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Thousands of pages have been written on closing the sale. You can have 
the best presentation in the world, you can be an expert in your product 
or your field of endeavor, but if you don’t know how to close the sale, 
dining out for you will probably mean a drive-thru window. 


The experts (J. Douglas Edwards, Zig Ziglar, Earl Nightingale, etc.) 
define closing as: Asking a question, the answer to which confirms the 
sale. After you ask this all important question, it is critical you follow the 
golden rule of selling ... After you ask a closing question, SHUT-UP! 
The next person who speaks, loses. 


There are thousands of ways to ask for the sale. (We'll cover many of the 
classic closes in future articles.) An important guideline in asking for the 
sale is to try to eliminate “no” as a possible response to your question. 
You may not get the coveted “yes” as a result of eliminating the word no, 
but you will get dialog or objections that will eventually lead to a yes. 


Formulate your closing question in a way that responds to the prospect’s 
main need or desire. For example ... Mr. Jones, would you like these 
t-shirts in light or dark colors; or, would you like delivery before or after 
the first of next month; or, did you want the model with automatic 
remote control or manual control? These three examples are using the 
alternative of choice method. A simple technique that eliminates “no” as 
a response. 
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Other closing questions offer a possible “no” response. Before you ask 
this type of closing question, be sure you have confirmed the prospects 
interest, and he has given you concrete buying signals. For example ... 
You’re selling Mr. Jones a fax machine. Jones says he needs a machine 
by Tuesday, but has not said he was buying from you. Salesman asks, 
“Would you like me to deliver your new fax machine Monday evening?” 
That is a solid closing question. You have given the prospect the option 
of saying no, but it is unlikely he’ll use it. (even if Jones says “no,” then 
ask “When would be the most convenient time to make delivery?”’) 


The key is to ask for the sale in a sincere, friendly manner. Don’t push or 
use high pressure. If you just stop talking after you ask the closing 
question, the tension in the air mounts real fast. A minute seems like an 
hour when the room is silent. 


Self-confidence is important. The buyer will buy if you believe he will. 
Most sales people don’t ask for the sale because they’re afraid of 
rejection, uncomfortable about the money, or aren’t sharp enough to 
recognize the buying signals of a customer. 


In my experience I have found the biggest flaw in failing to secure the 
order is the salesperson’s inability to know when to ask for it. The rule of 
thumb is ... ask early and ask often. 
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Can you 
close a sale 
in 
five questions? 
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Questions breed sales. Using questions to find facts is critical to creating 
an atmosphere in which a sale can be made. Sales solutions are easy once 
you identify the prospect’s problems. The sale is most easily made once 
you identify the prospect’s real needs. 


Here is a questioning technique that can be used to qualify, identify true 
needs, and close the sale in five question-steps. For this example, let’s 
say I’m selling printing. 


(Have a note pad out and use it as the prospect responds.) 


Question one: Mr. prospect, how do you select a printer (variation 
how do you choose a printer)? 


Prospect says, “Quality, delivery and price.” 


Question two: How do you define quality or What does quality mean 
to you? (Ask the same “how do you define” question for all three 
responses of the “how do you choose” question.) 


The prospect will give you thoughtful answers. Many prospects have 
never been asked questions like these, and will be forced to think in new 
patterns. You may even want to ask a follow up question or create a tie 
down question here before going to step three. For example the prospect 
says he defines quality as crisp clear printing. You ask “Oh, you mean 
printing that reflects the image of the quality of your company?” 


How can a prospect possibly say no to that question? 


Question three: Is that important to you or Is that most important 
to you or Why is that important to you? 


This question draws out the true need of the prospect. Finding out what is 
important to them about printing, and why printing is important are the 
keys to closing the sale. There may be secondary or follow up questions 
to gain clear definition of what is important and why. 
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Question four: If I could deliver the quality you demand, so that the 
image in your printing reflects the image of your business to your 
customers, and I could do it in the time frame you require, at a 
reasonable (not the cheapest) price, would I be (variation: is there any 
reason I would not be) a candidate for your business? 


Of course you would! This is a feedback question that combines the data 
found in the first three questions. It’s the classic “If I... would you” 
question that makes the prospect commit. It actually quasi-closes the 
prospect. If there is a true objection (we have to get bids, someone else 
decides, I’m satisfied with my present vendor) it is likely to surface here. 


Question five: Great! When could we begin? or Great! When is 
your next printing project? 


The object of the fifth question is to pin the prospect down to a beginning 
date or time or quantity to start doing business. In many cases you can 
sell a sample order or trial. Where big ticket products are involved 
(copiers, computers) a puppy dog approach will work best (leave your 
product for the customer to use for a few days) or take the prospect to 
visit a satisfied customer and see your product in operation and get a live 
testimonial. 


This is not hard sell it’s heart sell. Good questions get to the heart of the 
problem/need very quickly without the buyer feeling like he or she is 
being pushed. Use the questioning process early and often. If you’ re 
doing a lot of talking and the prospect is not -- you’re boring the prospect 
and losing the sale. 
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Looking for a few additional power question lead ins? 
Try these: 


¢ What do you look for ... 

¢ What have you found ... 

¢ How do you propose ... 

¢ What has been your experience ... 
¢ How have you successfully used ... 
¢ How do you determine ... 

¢ Why is that a deciding factor ... 

¢ What makes you choose ... 

¢ What do you like about ... 


¢ What is one thing you would 
improve about ... 


e What would you change about ... 
(Do not say, “What don’t you 
like about.”’) 

e Are there other factors ... 


¢ What does your competitor do 
about ... 


¢ How do your customers react to ... 


To use questions successfully, they 
must be thought out and written 
down in advance. Develop a list of 
15-25 questions that uncover needs, 
problems, pains, concerns, and 
objections. Develop 15-25 more 
that create prospect commitment as 
a result of the information you have 
uncovered. 


Practice. After about 25 attempts at asking the right questions, you’ ll 
begin to see the real rewards. 
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Want to 
close more 
sales... 
isten more! 
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How many of you ever had a course in listening skills? How to listen lessons 
were never offered as part of any formal education. It’s amazing ... the skills 
we need the most are never taught in school. 


We listen to TV, radio and CDs. and we can recite chapter and verse the next 
day, or sing the songs word for word. But if your spouse or child says 
something, you say, “What?” or “I didn’t hear you.” 


How often do you ask someone to repeat what they said? How often do you 
hear “You weren’t listening to a word I said.” 


The two biggest impediments to listening are: 

1. I often have an opinion (of you or what you’re going to say) before I begin 
listening. 

2. | often have made up my mind before I begin listening, or before I hear the 
full story. 


The two important rules of effective listening must be observed in 
this order or you will not be an effective listener. 

1. Listen with the intent to understand. 

2. Listen with the intent to respond. 


Think about the way you listen. 
e Are you listening with one ear or two? 

(Half-listening means doing something while someone else is talking.) 
e Are you doing something else when someone is speaking? 
¢ Do you have your mind on something else when someone is speaking? 
¢ Do you fake listening so you can get in your comments? 
e Are you waiting for a pause to get in your response? 


At some point you stop listening. When does that occur? 
¢ After you have formulated your response. 

e After you have been turned off by the speaker. 

¢ When you decide to interrupt someone to say something. 

¢ When the person speaking isn’t saying anything you want to hear. 
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Here are 14 guidelines to observe that will maximize your 
listening skills, increase your productivity, reduce errors, gain 
customer satisfaction and help you make more sales. 


1. Don’t interrupt. (But ... but ... but) 

2. Ask questions. Then be quiet. Concentrate on really listening. 

3. Prejudice will distort what you hear. Listen without prejudging. 

4. Use eye contact and listening noises (um, gee, I see, oh) to show the other 
person you’re listening. 

5. Don’t jump to the answer before you hear the ENTIRE situation. 

6. Listen for purpose, details, and conclusions. 

7. Active listening involves interpreting. Interpret quietly. 

8. Listen to what is not said. Implied is often more important than spoken. 

9. Think between sentences. 


10. Digest what is said (and not said) before engaging your mouth. 

11. Ask questions to be sure you understood what was said or meant. 

12. Ask questions to be sure the speaker said all he/she wanted to say. 

13. Demonstrate you are listening by taking action. 

14. If you’re thinking during speaking, think solution. Don’t embellish the 


problem. 


What causes people not to listen? 


Sometimes people are afraid to hear what is about to be said so they block it 
out. Don’t be afraid to listen. 


Sometimes you take the other person for granted -- spouse, parent, child. 
Sometimes you’re mentally pre-occupied with other things. 

Sometimes you're just rude. 

Sometimes the person grates on you, so you don’t listen. 

Sometimes you have other things on your mind. 

Sometimes you know the person speaking, and have prejudged them. 
Sometimes you don’t respect the other person and block the listening process. 
Sometimes you think you already know what is about to be said. 

Sometimes you think you know it all ... or is that all the time? 


There are many secrets to becoming a good listener, but the one that simplifies 
them all is: Just shut-up! 
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IMPORTANT NOTE 


Assuming the sale is a state of mind, it does not 
preclude employing the science of selling. Yes, you 
must, from time to time, use sales techniques, -- but it’s 
more a matter of word choice and delivery, than trying 
to master some close that has a name. 


“The Benjamin Franklin Close,” “The Sharp Angle 
Close,” and “The Final Question Close” are all old 
world methods of selling. These tactics will make 
people mad, or uncomfortable or both. You may even 
occasionally make a sale -- but no one will ever refer 
their friends to go through the same ordeal. 


MORE IMPORTANT NOTE 


The close of a sale is only one step in the sales cycle. 
You don’t just close a sale -- you lead up to a close. 
You earn the sale based on what you have said and 
done to guide the prospect to a decision. 


MOST IMPORTANT NOTE 


The actual close of a sale is a delicate balance between 
your words and actions, and the prospects thoughts and 
perceptions. And a sale is always made -- either you 
sell them on yes -- or they sell you on no. 
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You can't 
get the sale 
‘till you ask for it. 
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Seems too simple. Just ask. 


In most cases to get the sale -- at some point you must ask for it. “Yes, Jeffrey,” 
you say, “but when do you ask? What’s the perfect time to ask?” 


How do I know? No one knows that except you. I can only tell you it’s a 
delicate combination of the prospect's buying signals, and your gut feeling. 


How and what to ask are easier to define than when. Since the “ask” is a critical 
part of the sale, you’d better be prepared with a number of options for the how 
and what part. 


Important note: Here’s what never to ask. “What will it take for me to get 
your business?” or “What will it take to earn your business?” That’s an insult 
question. Great salespeople figure out what it takes, and then do it. 


More important note: Many salespeople are “ask reluctant.” If this is you, 
just realize the worst that can happen when you ask is that the prospect says 
“no” -- which to any good salesperson means “not yet!” Big deal. 


How do you ask for the sale? Here are 7.5 ways ... 

1. Ask -- What’s the risk? When you ask the prospect what risks are 
associated in doing business with you, real objections surface -- or -- (and 
here’s the best part) there are usually none that come to mind. You say -- 
“Well, Mr. Johnson, when would you like to start not risking?” and the sale 
is yours. 

2. Ask -- When is the next job? If you’re making a sale where there are lots 
of opportunities (printer, supplies, temp help, construction, graphic design) 
you only need to get one job (order) to prove yourself. 

3. Ask for an indirect commitment. -- Could you arrange your schedule to be 
there at delivery? How many people will need to be trained? When can we 
set up training? (This is the assumptive position, explained in depth in an 
earlier article.) 

4. Ask -- What's preventing it? Is there anything preventing you from doing 
business with us? What's in the way? What are the obstacles? 
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5. If there’s an obstacle or objection ask -- Is that the only reason? In other 
words, Mr. Johnson, if it wasn't for (objection) then we could ... 

6. Ask or communicate creatively -- Go to the 5¢ & 10¢ store (pretty much 
dates me doesn’t it) and buy some plastic fence and a few plastic (rubber) 
people. Wire one person to the fence that most resembles (or would be non- 
offensive to) the prospect. Send it in a box to the prospect -- and include a 
flyer declaring it’s “National Get Off the Fence Week.” Tell the prospect he’s 
been thinking about it long enough -- and what better time to get off the 
fence, and place an order than during this special celebration week? Tell him 
he’ll be helping underprivileged salespeople all over the world by getting off 
the fence and placing an order. Create some laughter. Have some fun. Make 
some sales. 

7. Create an offer so good that you can end by asking “fair enough?” “Mr. 
Johnson, I don’t know if we can help you of not -- but if you bring your 
most important examples to lunch on Friday -- if I can help you, I'll tell you. 
And if I can't help you, I'll tell you that, too. Fair enough?” Here's another -- 
“Mr. Johnson, give me a trial order and let me earn your business. If it’s not 
everything I claim and more, you don’t have to pay for it. Fair enough? 
(“Fair enough” should always be accompanied by a “‘can’t say no deal.”) 


And when all else fails: 


7.5 Ask with humor -- “Mr. Johnson, I finally figured out what it will take to 
get your business -- all you have to do is say yes!” The more adventurous 
salesperson will add -- “When would you like to do that?” 


Most important note: Ask for the sale when the mood is right. The worst 
possible place is in the prospect's office. Best place is a business breakfast, 
lunch or dinner. Next best is your office. Next best is a trade show. 


The rule of thumb is: ask early, and ask often. The best way to master 
the skill is -- practice in front of someone who can say “‘yes.” 
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What would 
Ben Franklin 
think of the 
Ben Franklin 
close? 
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The Benjamin Franklin Close (also known as “The Balance Sheet Close”’) is 
one of the classic old time sales tactics used to close a sale. Never heard of it? 
Shame on you -- not enough sales training. 


The scenario is this: You've made your presentation, but the prospect is on the 
fence, and won’t make up his or her mind. You’ ve tried everything, but can’t 
get them to budge. 


Then you say, “You know Benjamin Franklin was one of our wisest citizens, 
wouldn’t you agree, Mr. Johnson?” (Get prospect’s agreement) “Whenever he 
was faced with a decision -- and he had some pretty big ones back then -- he 
would take a plain piece of paper, draw a line down the middle and put a plus 
(+) on one half, and a minus (-) on the other.” 


“Tn his genius, he discovered that by listing all the positive elements on the plus 
side of the paper, and the negative things on the minus side, the decision would 
become obvious -- pretty sound concept, agreed?” (Get prospect’s agreement) 


“Let me show you how it works. Since you’re having a tough time deciding, 
lets list the benefits -- some of the reasons you may want to purchase. Then 
we'll list the negatives. Fair enough?” (Get prospect’s agreement) 


Now you list every good thing about your product or service. Get the prospect 
to say most of them. What the prospect says will be the main points of interest 
to him. Take your time to develop a complete list. THEN YOU SAY -- OK, 
let’s list the negatives, and hand the pen to the prospect and push the list 
towards him. Don’t say a word. Usually the prospect can only think of 
responses having to do with price or affordability. 


In theory, this sounds like a good way to close a sale. 


The big problem with the Benjamin Franklin Close -- it’s old world selling that 
not only doesn’t work, it annoys the buyer. Try that close on someone who has 
ever taken a sales course, and it’s an insult. 


The reality of the sale is -- the prospect has already made up his mind -- he’s 
just not telling you. 
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So should you just forget it and never use the Ben Franklin Close? Heck no -- 
just use the Ben Franklin principle in a different way. Do what Ben would have 
done -- figure out a new way and a better way, and use it. 


Here’s a powerful new way to re-use this classic close. Use it on yourself -- 
before you make the sales call. Use it as a preparation tool. Use it as a 
strategizing device. Use it to get ready to make a big sale. Get a plain piece of 
paper (or your laptop), and draw a line down the middle of the page. 


On the plus side ... 

¢ List the prospect’s main needs. 

e List the questions you want to ask. 

¢ List the benefits and main points you want to be sure to cover. 
¢ List one or two personal things in common to discuss. 

¢ List the decision makers. 

¢ List why you believe they will buy. 


On the minus side ... 
¢ List the reasons why the prospect may not buy -- and your responses. 
¢ List the obstacles you may have to overcome. 


Now you’re ready to make the sale, and Ben helped you. 


If you use the Ben Franklin Close on yourself, before you go in to make the 
sale, then you can ask the buyer intelligent closing questions. For example, 
questions that might lead with the phrases -- What are the major obstacles ... or, 
What would prevent you from ..., or, Is there any reason not to proceed with ...? 


That’s a Ben Franklin close that Ben would be proud of -- the one you prepare 
for yourself. You close yourself before you make the sale. Wow! 


Try this new version of an old classic. Ben would be proud of you. So would 
your boss. 


I think it was Franklin who said, “A close in time saves nine - objections,” but 
history has distorted it for the people who knit. Pity. 
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A few closing 
tactics 


Taking a new look 
at old ways 


Don’t close the sale, assume the sale. 
The assumptive position is the strongest selling strategy in the world. 
By definition, you believe you will make every sale you attempt. 


It sounds simple. It is simple -- but, it’s not easy. In order to utilize the 
assumptive close, you must be qualified. There are two major prerequisites that 
make the assumptive close possible: 


1. Your personal preparedness. You must display self confidence, have total 
product knowledge, have a positive mental attitude, exude so much enthusiasm 
that it’s contagious, have a desire to help that exceeds a desire to earn money, 
and have a genuine sincerity of purpose. If this is 110% you, you’re only half 
way to assumption. Read on ... 


2. Your sales preparedness. There are three strategic areas of sales 
preparedness, and all must be in place to make assuming the sale possible. 
1. The needs of the prospect have been determined, and are put ahead of yours. 


2. You are established in the mind of the prospect as a person of character, 
credibility, and high repute. The prospect has confidence in you. 


3. You have built solid rapport with the prospect based on the personal 
information you’ve gathered, combined with your knowledge of his business. 
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Here are six closing strategies and tactics 
that you might find effective: 


e Challenge the prospect to do what’s best for his business. This is kind 
of a guilt strategy. Look the person in the eye and ask him what he thinks is best 
for his business. This strategy is great when he’s doing business with an existing 
vendor or friend, and they are not providing the best product or service. 


e We are experts at what we do -- and you can have peace of mind to 
do what you do best, knowing our part of your job will get done. Tell the 
prospect that you can help build her business by providing your service and 
partnering with them. Always let the prospect have a path to doing what they 
do best, and have peace of mind that your service will supplement that process 
on their way to success. This strategy is great for selling professional services. 


e Make a list of objectives for what the prospect wants to accomplish 
AFTER your product or service is in place. Your objective as a professional 
is to get the prospect to see the world as though the sale was already made. 
Forget about convincing them to do it -- that’s selling, no one wants to be sold. 
Show them what their world will be like after the sale -- that’s buying, 
everyone loves to buy. This strategy works on every kind of sale. 


e Get the prospect to be a visionary. “Mr. Johnson, if you did 
when do you think would be the best time to start?” Let the prospect tell you 
what he has in mind, instead of you telling him what’s on yours. This strategy 
is called the “if-when decision process,” and is great for selling equipment. 


e Make the prospect commit to a future action. The traditional method of 
accomplishing this is: “Jf could..., would you...” but today’s professional 
can’t say that exactly -- it sounds to salesy. This strategy must be worded more 
out of conversation than sales presentation. It must be delivered as a desire to 
help achieve an objective, not a pressure to make a sale. 


e Make plans for after the sale has taken place, before the sale is 
consummated. Even if you don’t have the commitment yet, you can try to 
schedule an installation time, or a meeting after delivery. “J can schedule the 
installation for Tuesday, but I wanted to be here personally to be sure that 
everything is perfect. Will you be able to make it?” This is an indirect way of 
formalizing the sale, and a classic use of the assumptive process. Assuming the 
sale is the hardest process to prepare for -- but the easiest sale to make once 
you do. 
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Jeffrey Gitomer 
Chief Executive Salesman 


Author. Jeffrey Gitomer is the author of The Sales Bible now in its 18th printing, 
and Customer Satisfaction 

is Worthless -- Customer \ 
Loyalty is Priceless. 
Gitomer’s latest book, The 
Patterson Principles of 
Selling will be released in 
late 2003. Jeffrey’s books 
have sold more than 350,000 
copies worldwide. 


Over 100 presentations a 
year. Jeffrey gives seminars, runs 
annual sales meetings, and conducts training 
programs on selling and customer service. He has 
presented an average of 120 seminars a year for the 
past ten years. 


Big Corporate Customers. Jeffrey's 
customers include Coca-Cola, Cingular Wireless, 
Hilton, Choice Hotels, Enterprise Rent-A-Car, 
Cintas, Milliken, NCR, Financial Times, Turner 
Broadcasting, Comcast Cable, Time Warner Cable, 
HBO, Ingram Micro, Wells Fargo Bank, Mercedes 
Benz, Baptist Health Care, Blue Cross Blue Shield, 
Hyatt Hotels, Carlsburg Beer, Wausau Insurance, 
Northwestern Mutual, Sports Authority, 
GlaxoSmithKline, XEROX, A.C. Nielsen, IBM, 
AT&T, and hundreds of others. 


In front of millions of readers every 
week. His syndicated column Sales Moves 
appears in more than 85 business newspapers, 
and is read by more than 3,500,000 people 
every week. 
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And every month. Jeffrey's column appears in more than 25 trade publications 
and newsletters. Jeffrey has also been a contributor and featured expert in 
Entrepreneur and Selling Power magazines. 


On the Internet. His three WOW websites -- www.gitomer.com, 
www.trainone.com, and www.knowsuccess.com get as many as 5,000 hits a day 
from readers and seminar attendees. His state of the art web-presence and e- 
commerce ability has set the standard among peers, and has won huge praise and 
acceptance from customers. 


Up Your Sales Web-based Sales Training. A weekly streaming video (low 
cost -- high value) sales training lesson is now available on www.trainone.com. The 
content is pure Jeffrey -- fun, pragmatic, real world, and immediately implementable. 
This innovation is leading the way in the field of e-learning. As a THANK YOU for 
purchasing the new Sales Bible, you are entitled to one free online sales program. 
Please refer to page 334 for of your new Sales Bible. 


Sales Caffeine. A weekly “e-zine” sales wake-up call delivered every Tuesday 
morning to more than 80,000 subscribers free of charge. This allows us to 
communicate valuable sales information, strategies, and answers to sales 
professionals on a timely basis. 


Sales Assessment Online. New for 2003 is the world’s first customized sales 
assessment. Renamed a “successment,” this amazing sales tool will not only judge 
your selling skill level in twelve critical areas of sales knowledge, it will give you a 
diagnostic report that includes 50 mini sales lessons as it rates your sales abilities, 
and explains your customized opportunities for sales knowledge growth. Aptly 
named KnowSuccess -- the company’s mission is: You can’t know success until you 
know yourself. As a THANK YOU for purchasing the new Sales Bible, you are entitled 
to a free online assessment. Please refer to page 334 of your new Sales Bible. 


Award for Presentation Excellence. In 1997, Jeffrey was awarded the 
designation Certified Speaking Professional (CSP) by the National Speakers 
Association. The CSP award has been given less than 500 times in the past 25 years. 


Buy Gitomer, Inc. 
310 Arlington Avenue ¢ Loft 329 
Charlotte, NC 28203 
salesman@gitomer.com ¢ www.gitomer.com « www.trainone.com 
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